




















学校编码：10384                        分类号      密级       





     硕  士  学  位  论  文 
 
中国电视购物频道行业竞争态势分析及发展对策 
A Study of The Industrial Competition Situations of China’s TV Shopping 
Channels and Development Countermeasures 
徐蔼华 
指导教师姓名： 张国才 副教授
专 业 名 称： 传 播 学
论文提交日期： 2 0 1 0 年 4 月
论文答辩日期： 2010 年 月
学位授予日期： 2010 年 月
  
答辩委员会主席：           
评    阅    人：           
 






















































































另外，该学位论文为（                            ）
课题（组）的研究成果，获得（               ）课题（组）






























（     ）1.经厦门大学保密委员会审查核定的保密学位论文，于   
年  月  日解密，解密后适用上述授权。 







                             声明人（签名）： 













摘  要 
 I





































This paper studies TV Shopping Channels in China, by methods of 
literature-research and SWOT analysis, first making a general description of their 
development process, present situations and trends, then analyzing the industrial 
competition situations and revealing problems and their causes, and finally putting 
forth corresponding developmental countermeasures. 
Currently the professional TV Shopping Channels in China are still in a 
preliminary stage of its normal development. Environmental factors such as relative 
rules and laws, capital investment, digital TV development and the integration of 
media resources, provide development opportunities for China’s TV shopping 
channels. China’s TV shopping channels hold advantages of new operational idea of 
“ attracting consumers to buy rather than selling to them”, a basis of good public 
reputation, media resources and human resources, thus having great developmental 
potentials and a broad vision. While TV shopping channels are fast developing, there 
are many disadvantages in the industry, including reputation crisis, low profit-making 
capacity and inadequate professional researchers. Besides these, the industry is facing 
direct threats from traditional online shopping and web video shopping, indirect 
threats due to audience distrust to the industry reputation, many of whom are fooled 
by false advertisements partly because of their inadequate media literacy and 
experience, and the risk that customers data bank is not in full safety. Therefore, 
China’s TV shopping channels are still facing many threats and problems.  
The paper puts forth countermeasures for China’s TV shopping channels to better 
develop as follows: first, the industry reputation should be rebuilt, on one hand, 
through the establishment of an industrial association to promote the industry-wide 
coordination and self-regulation; on the other hand, the operational mainstays should 
take effective measures to rebuild industrial reputation. Second, the TV shopping 
channel operational mainstays should raise operational level and improve operational 
strategies, to better meet consumer needs and raise their satisfaction. Third, the 
government should strengthen supervision and administration by laws and regulations, 















resources must be put into play to help consumers to upgrade their media literacy and 
to strengthen their consciousness and ability to protect their own rights.  
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到 2000 年，中国已有上千家电视购物公司，行业收入一度达 200 多亿元。 然而
好景不长，到 2000 年底，随着广告夸大宣传、产品质量不过关、售后服务欠缺
等问题的逐步显现，电视购物市场规模急剧萎缩，行业规模大幅缩水。 
一直到 2003 年和 2004 年，随着韩国现代、CJ、LG 等外资企业的电视购物
促销方式进入中国市场，国内电视购物市场才又开始逐渐活跃。 然而好景不长
的情况再次出现。甩脂、增高、减肥等产品的大量虚假宣传，再次将电视购物推











































































































享购电视购物频道在内的 11 家电视购物频道。 
由于个人研究条件和资源的限制，本文收集的资料的时间跨度从 2003 年 2
月到 2009 年底，即从我国真正意义上的第一个专业购物频道——广东电视台“现
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